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Executive summary

Introduction
The launch of the Hot Smoothee was a superb idea for a product to be consumed in the winter season. However it hasn’t generated enough awareness as anticipated in the market and even has caused dissatisfaction in some consumers. This could prove detrimental in terms of the overall customer base of Tim Hortons and consequently the sales of other products. 

The main research objective here is to provide all relevant information with regards to sale of the Hot Smoothee, and obtain specific data about the cause of the lack of awareness and dissatisfaction among consumers through a survey. 
 

Key Results
The analyses of our survey lead us to conclude that there are various reasons that are affecting the consumption of the Hot Smoothee. According to our three hypothesis analyses, people who visit Tim Hortons more than 3-5 times a week are more likely to purchase the Hot Smoothee than people who visit less than 3 times a week. The analysis further demonstrated that people who have seen a Hot Smoothee commercial are more inclined to buy the product. Furthermore, the study also found out that the probability of people who try Hot Smoothee once, are not likely to repurchase it again. More than half of the people who participated in the survey indicated that they had never tried a Hot Smoothee before because they had never heard about the product. They also had never seen the commercials of a Hot Smoothee. 
 
Conclusion
The survey was conducted at George Brown College on 210 subjects, the majority of whom are students and who are Tim Hortons customers. To attain our primary objective, we concluded that it is critical we channel our focus towards gold customers
. The sales of Hot Smoothee is possibly affected by the ineffective commercials (both the content of commercial and its placement). The survey analysis further lead us to conclude that Tim Hortons needed to get to the bottom of the problem as to why customers who have tried the Hot Smoothee are not likely to purchase it again. 
Recommendation
We think that extensive media survey should be conducted to know what medium is being implemented currently and its overall effectiveness. Focus group sessions should also be also be conducted to get reliable information with regards to the perception of the customer. We further need to define target profiles of the gold customers in order to service them better and increase their retention rate. Further, we also think that a thorough competitive analysis for the product should be conducted. Knowing competing products of the Hot Smoothee and the companies who offer them, can perhaps give Tim Hortons an insight into possible solutions to problems related to the product.
Introduction 
Background
Tim Hortons is committed to offering “always” fresh, fast, convenient, and a wide variety of products. One of the specialities of Tim Hortons is they want to make sure that their menu is being embellished by constantly adding a new taste. Hot Smoothee became one of its new tastes with its launch in October 2005. 

Hot Smoothee was not successful like other Tim Horton’s products. Our analysis will show factors that might be the cause of the unsuccessfulness of the Hot Smoothee.  

The Hot Smoothee is a non-caffeinated hot beverage. This is an alternative drink for people who don’t like caffeinated beverage. Consumers prefer to consume this drink in the winter time.  People who have purchased Hot Smoothee have commented that they get warm feeling and sensation when they drink the product. On the other hand, this product contains very high calories, i.e., it contains 28 grams of sugar amounting to 260 calories. This could be a deterrent factor towards customer purchasing this drink. The Hot Smoothee has five flavours, butter caramel, raspberry, hazelnut, and orange and the prices seem reasonable and similar when comparing to the competitor’s products in the hot beverage market. 
Objective
The objective of our analysis is to find the reason(s) why the Hot Smoothee product has not been quite the success in the market since its launch.
Methodology: 
We used the survey method to identify problems for the Hot Smoothee. We gathered 210 surveys among Tim Hortons customers at George Brown College. We chose the subjects randomly in the library, cafeteria and student lounge at the College. Our survey was designed to identify hidden market problems. Everyone who participated in the survey demonstrated their point of view about the Hot Smoothee and Tim Hortons. We chose the SPSS software to create the output and find patterns between survey variables.
The models we implemented to test and analyze our hypothesis via SPSS were, the correlation analysis, ANOVA test, and Chi-Square test.

We also created a sampling plan (appendix) to help the research process be systematic so it is completed in the scheduled time.
Hypothesis:

Hypothesis I:

People who visit Tim Hortons more than 3-5 times a week have tried the Hot Smoothee.

Note: Our gold customers include those individuals that have visited Tim Hortons at least 3-5 times a week.

Null hypothesis:

There is no relationship between gold customers and those that have tried the Hot Smoothee (among gold customers).

Alternate hypothesis:

There is a relationship between gold customers and those that have tried the Hot Smoothee (among gold customers).

Hypothesis II:

People who have seen a Hot Smoothee advertisement are more inclined to buy the product.

Null hypothesis:

There is no relationship between advertisement and the inclination to buy the Hot Smoothee.

Alternate hypothesis:

There is a relationship between advertisement and the inclination to buy the Hot Smoothee.

Hypothesis III:

People who try Hot Smoothee are likely to repurchase it.
Null hypothesis:

There is no relationship between individual’s who try Hot Smoothee and who are likely to repurchase it.

Alternate hypothesis:

There is a relationship between individual’s who try Hot Smoothee and who are likely to purchase it.
Results:
General information about beverage consumption
Beverage of choice

Our survey has indicated the following for the above:
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Figure 1: Choice of beverage consumption
For beverage consumption in a coffee shop, the pie chart shows that coffee is the most popular beverage of choice at 32 percent. At second place, the other popular beverage is the fruit juice at 19 percent followed by tea at a close 18 percent. The others are soda at 12 percent, milk and hot chocolate at 10 percent, water at 7 percent, and miscellaneous other drinks at 2 percent. Thus the chart clearly indicates that coffee is the beverage of choice for majority of surveyed individuals followed by tea. The above information includes all valid data from the survey. 
Amount of beverage(s) normally consumed on a daily [image: image7.wmf]Correlations
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Figure 2: Beverage amount consumed on a daily basis
The above figure shows that the number of people who drink 1 cup of caffeine everyday is about 55 and those that drink 1 cup of non-caffeinated drink are 44. These figures are, by and large the greatest when compared to those who drink 2 or more cups of the either caffeinated or non-caffeinated beverages. Those that drink 2 cups of caffeinated drinks amount to around 51 and those that drink non-caffeinated to 36. Those drinking 3 cups for caffeinated drinks are 17 while for the non-caffeinated drinks are 32. As the number of cups increase for both beverage categories, the survey indicates that people drinking 5 or more cups normally tend to drink non-caffeinated beverages.
Frequency of visit to Tim Hortons





















Figure 3: Frequency of visit to Tim Hortons
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The graph above depicts the following: 29.49 percent of people visit Tim Hortons everyday. However, 31.75 percent of people visit Tim Hortons 3-5 times a week. This is the highest percentage of people visiting the store. These are thus our gold customers. The remaining 17.06 percent visit 2-3 times a week, about 10.43 visit 1-2 times a week and a sizable 13.27 percent rarely go to Tim Hortons.
Reasons for not trying Hot Smoothee
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Figure 4: Reasons for not trying Hot Smoothee 

The graph above indicates that 60 percent of people have never heard about the Hot Smoothee. It shows that the current Hot Smoothee commercials and advertising campaigns have not been very effective. About 18 percent of people indicated, have heard about the product but they like to consume caffeinated beverages. About 5 percent of people think that the advertisement of Hot Smoothee is poor.  Other reasons such as nutrition content, negative reviews, poor word of mouth, the brand name, price and others are not important factors when it comes to the purchase of a Hot Smoothee.

Hypothesis I Analysis:
Hypothesis:

People who visit Tim Hortons more than 3-5 times a week have tried the Hot Smoothee.

Model used: Correlation Analysis
The correlation between variables ‘Have you tried Hot Smoothee’ and ‘Gold customers
 of Tim Hortons’ is 0.156. The statistical significance of this correlation is 0.025 (still less than 0.05). Thus, we have confirmed that our assumption that those who have tried Hot Smoothee is positively related to the tendency of being gold customers.
When we examine the means of two variables, we see that those who have tried Hot Smoothee (1.68) is somewhat higher than gold customers of Tim Hortons (1.50) but we know the pattern of the responses to these questions is similar. That is, there is co-variation between the responses to the two variables. This is a linear relationship.
The result thus suggests that customers who visit Tim Hortons more than 3-5 times a week have a high probability they have tried a Hot Smoothee. 


Descriptive Statistics

	 
	Mean
	Std. Deviation
	N

	Have you tried Hot smoothee
	1.68
	.467
	207

	Gold customer of TIm Horton
	1.50
	.501
	209
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Table 1: Correlation

















Figure 5: Gold customers and new customers who go to Tim Hortons and who have tried or never tried the Hot Smoothee
Hypothesis II Analysis
People who have seen a Hot Smoothee advertisement are more inclined to buy the product.

Model used: ANOVA

Tests of Between-Subjects Effects

Dependent Variable: Have you tried Hot Smoothee 

	Source
	Type III Sum of Squares
	df
	Mean Square
	F
	Sig.

	Corrected Model
	6.910(a)
	1
	6.910
	37.070
	.000

	Intercept
	477.310
	1
	477.310
	2560.555
	.000

	q12
	6.910
	1
	6.910
	37.070
	.000

	Error
	37.841
	203
	.186
	 
	 

	Total
	622.000
	205
	 
	 
	 

	Corrected Total
	44.751
	204
	 
	 
	 


R Squared = .154 (Adjusted R Squared = .150)

Table 2: ANOVA
The significant value for the corrected model (0.000) is less than the alpha of 0.05. The F ratio is 37.07 which is high. Also the R Squared value is not very strong at 15.4percent (R value is approximately .40) but there exists an almost moderate relationship between two variables. (The independent variable is q12 in the above table and it refers to ‘those that have seen a Hot Smoothee Commercial’). Based on these analyses, we reject the null hypothesis.

We conclude that there is a significant difference between those that have tried Hot Smoothee and those that have seen a Hot Smoothee commercial. Thus advertising is a factor that determines the sale of Hot Smoothee.
 Hypothesis III
People who try Hot Smoothee are likely to repurchase it.
Model used: Chi-Square Analysis

     Have you tried Hot Smoothee * Repurchase Hot Smoothee again Crosstabulation
	
	 
	Repurchase hot smoothee again
	Total

	 
	 
	Yes repurchase
	No Repurchase
	 

	Have you tried Hot smoothee
	Yes
	Count
	52
	13
	65

	 
	 
	Expected Count
	53.1
	11.9
	65.0

	 
	 
	percent within Have you tried Hot smoothee
	80.0percent
	20.0percent
	100.0percent

	 
	 
	percent within Repurchase hot smoothee again
	89.7percent
	100.0percent
	91.5percent

	 
	 
	percent of Total
	73.2percent
	18.3percent
	91.5percent

	 
	No
	Count
	6
	0
	6

	 
	 
	Expected Count
	4.9
	1.1
	6.0

	 
	 
	percent within Have you tried Hot smoothee
	100.0percent
	.0percent
	100.0percent

	 
	 
	percent within Repurchase hot smoothee again
	10.3percent
	.0percent
	8.5percent

	 
	 
	percent of Total
	8.5percent
	.0percent
	8.5percent

	Total
	Count
	58
	13
	71

	 
	Expected Count
	58.0
	13.0
	71.0

	 
	percent within Have you tried Hot smoothee
	81.7percent
	18.3percent
	100.0percent

	 
	percent within Repurchase hot smoothee again
	100.0percent
	100.0percent
	100.0percent

	 
	percent of Total
	81.7percent
	18.3percent
	100.0percent


 Chi-Square Tests
	
	Value
	df
	Asymp. Sig. (2-sided)
	Exact Sig. (2-sided)
	Exact Sig. (1-sided)

	Pearson Chi-Square
	1.469(b)
	1
	.226
	 
	 

	Continuity Correction(a)
	.436
	1
	.509
	 
	 

	Likelihood Ratio
	2.548
	1
	.110
	 
	 

	Fisher's Exact Test
	 
	 
	 
	.584
	.283

	Linear-by-Linear Association
	1.448
	1
	.229
	 
	 

	N of Valid Cases
	71
	 
	 
	 
	 


a. Computed only for a 2x2 table

b. 2 cells (50.0percent) have expected count less than 5. The minimum expected count is 1.10.

Table 3: Chi-Square Test
The expected count in the above crosstabulation table is calculated on the basis of the proportion of the sample represented by a particular group. The total sample of subjects is 71. Of this 58 did repurchase Hot Smoothee and 13 did not. This means 82percent of the sample repurchased Hot Smoothee and the remaining 18percent did not. When we look in the Total column for the distance driven category labelled “Have you tried Hot Smoothee before” we see that there are a total of yes and no respondents.
We calculate the expected frequencies. For those who repurchased Hot Smoothee again we calculate 81.7 percent of 65 and the expected frequency is 53.105. Similarly, those who did not repurchase Hot Smoothee are 18.3 percent so the expected frequency is 11.895. The observed frequencies are 52 and 13 for those who did not repurchase Hot Smoothee and those who did respectively.
The information in the Chi-Square Tests shows us the results of this test. The Pearson Chi-Square value is 1.469 and it is not significant at 0.226. Since this value is above 0.05, we fail to accept the alternate hypothesis or in other words we accept the null hypothesis with a high degree of confidence.
The interpretation of this finding suggests there is no probability that customers who try Hot Smoothee are likely to repurchase this product again.
Limitations:
 
· People who participated in this survey were mostly foreign students and thus had different cultures, drinking, and other social habits. Our limitation was that our target group was very restricted to the student population and results could be somewhat distorted.
 
· We could obtain additional demographic information for further detailed data analysis. It could’ve helped us find customer behaviour toward the Hot Smoothee product and perhaps its marketing problems.  
 
· Number of participant for this survey was limited to 210 subjects. More people could generate better result.  
 
· Season was another consideration for this survey. People think that the Hot Smoothee is a winter drink.  They purchase this drink when they want to have a warm feeling on a cold day. On the other hand, we conducted our survey in the summertime. We could very well get a different result if we had executed this survey in the wintertime.   
Recommendations and Conclusion
Conclusion

Our analysis has leaded us to conclude that people that visit Tim Hortons more than 3-5 times a week tend to purchase a Hot Smoothee. So it is imperative we pay major attention to these gold customers for Hot Smoothee sales to prosper. Also, for people who have seen a Hot Smoothee commercial, the likelihood of them purchasing the product is pretty high. There is a strong relationship between the two variables. Thus advertisement should be considered one of the major factors in determining the sale of the Hot Smoothee. We think that commercial mediums such as television or the content of the advertisement or the selection of the timing for the broadcasting of the advert has not been very effective.  Our research has also indicated that people who have tried the product not likely to purchase it again. This can be attributed to the target audience surveyed, which were mostly students. It could also be attributed to taste, price, brand name, or the season. 
Recommendations

Our analysis has revealed that people who have tried Hot Smoothee once tend to buy it again. We deduce that taste, price, brand image, atmosphere, variety of products, nutritional content and location are not the factors that affect the consumption of the Hot Smoothee significantly. The problem lies in the fact that, the average consumer has not tried Hot Smoothee because he or she has never heard of it. Thus based on this we recommend the following:

Recommendations for the surveyor (Tim Hortons or a third-party survey agency)

· Tim Hortons should conduct a thorough media research to know what medium is currently being implemented to advertise the Hot Smoothee and what their effectiveness is.
· Analyses should be conducted on the general perception of the content and the theme of advertisements for those who have seen it. (Perhaps the content is displeasing and unappealing to many target audiences and hence no positive word of mouth).
· Careful selection of the target group of the product must be done with actual customers. Although students are a part of our target audience, it is not recommended that they be given high priority when target audience selection for conducting a survey. The reason for this is because the data obtained from the survey from a general population of students may not produce accurate results after analysis. 
· Conduct extensive focus group sessions with people who have tried the Hot Smoothee and determine factors (such as product, price, and taste) that would induce the customer to repurchase the product. Even though the cost will be high, a focus group can paint a much accurate picture when compared to a survey as it allows for a human interaction.

Recommendations to Tim Hortons:
· The retention rate for existing customers for the Hot Smoothee product should be determined so Tim Hortons can offer better services or prices to its customers. 
· Determine referral rates so Tim Hortons can determine the effectiveness of the advertising campaigns and other factors like tastes and price of the product.
· Define a target profile of our gold customers (customers who go to the coffee shop more than 3-5 times a week) and who don’t consume any caffeinated beverages. Tim Hortons could approach this target group with the appropriate marketing schemes.
· Conduct a thorough competitive analysis for the product. Knowing competing products of the Hot Smoothee and the companies who offer them, can perhaps give Tim Hortons an insight into possible solutions to problems related to the product.
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� Customers who visit Tim Hortons more than 3-5 times a week


� People who visit Tim Hortons more than 3-5 times a week
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